Interrelationships among functions: 

New Capabilities: 

-Use historic store level data for allocations 
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Organization/ Process Impact: 

-Sales, Mark eting and Research wo rk together toward same objectives / 
-Could havecommon criteria forevaluatmg success 4 

-Sales & Marketing (or just Marketing/coulcfsele’ctstores for promotion - 
placement!new) vs. Sales selecting stores 





I Flexibility of where/when to promote: / 

~ New Capabilities: -' /„• ” 

-Decisions will need to be made regarding promotion placement criteria 
-The ability to act defensively or offensively will exist , , y 

-Ability to evaluate and service current non-workload account / 

Organization/Process Impact: ... . .. (1. 

-Ability to respond defensively is limited by accessibility to resources; 
requires either a new c ent ralized sys tem for quick appro val of local funding 
requests or a standardize d decentralization of certa in funds' to the locaTlevel. 
-'Differ eh fFi eld peo plernay be doing different "tasks at the sameTimef More - 
limited centralization of promotion planning could be chaotic unless 
responsibility and accounta bility for impact (ownership) is transferred. 

'^SeTvicfngTurrentTTorFworkload accounts will require manpower 

Retail level efficiency: 

New Capabilities: . ....__ ... 

-Betterj nrgeting of promotions vs. objectives; incorporate with RDM and— 
only execute data supported placement against objectives y 

-Better definitions of targeting criteria; prioritization of stores 
-More "accurate " product mix in product promotions (micro level)/^^ ^ 
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Prganizatiop/Process Impact: _ 

A1 locale tof retail tievel 'vsT wholesale 
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|-Prioritization of stores by other than Field personnel is new 


Source: https://www.industrydocuments.ucsf.edu/docs/mnby0004 
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